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CATALOG SALES = PROFITS 


espite the gloomy economic 
climate, there appears to be a sunny 


outlook for one avenue of consumer 


purchase—catalogs! According to the 
Direct Marketing Association, while the 
U.S. population has grown by 12.5% since 
1983, the number of American adults who 
shop by phone or mail has increased by 
59.7%. They also report that 87% 





MICHAEL LEVA 


ust when you think you’ve 
m | seen enough of the 60’s, watch 

out for Spring 1991. The 
decade of youth, probably one of the 
most notable influences on the run- 
ways this season, continues to inspire 
many designers. Although color, 
styling, and skirt length (or lack of it) 
can be attributed to the 60’s, this 
season’s collections are reinterpreted 
with a sophistication that belongs 
strictly to the 90’s. 


Silhouettes 


Silhouettes are less structured as the 
A-line becomes the most popular 
shape. Smooth, easy lines are the 
focus with “Babe Paley” shifts and 
“Jackie Kennedy” suits. Other influ- 
ences stretch from the mid-50’s, with 
shirtwaist dresses that have full little 
skirts, to the early 70’s with mannish 


SPRING ’91 TRENDS 


of consumer catalog marketers report 
steady or higher profits for Fall °89 
compared to the same time period in 
°88. What accounts for this optimism 
and growth? A recent consumer 
study from Grey Advertising iden- 
tifies it as a sector of 52 million 
households (57% of total U.S. house- 
holds) who account for 69% of the 
buying power in the U.S. They call 
this group “The New Grown-ups,” 
who transcend demographic categor- 
ies, having an agenda of “attitude.” 


continued on page 2 






tunics, often zippered and belted. 
Now updated, the shirtwaist skirt is 
thigh-high (shorter than Mrs. Cleaver 
would ever have dared) and tunics 
are paired with tights or leggings, 
giving them a modern appeal all 
their own. 


Colors 


Color explodes in prints and 
patterns! Cool shades make a 
comeback, especially in green, from 
pistachio to kelly, often paired with 
blues and yellows. “Shocking” pink 
pops up here and there, and looks 
great with red; while the warmer 
shades come through in florals (look- 
ing new when paired with stripes). 
Navy is shown as an appropriate 
neutral for Spring, but white, by far, 
predominates with more white-on- 
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For this group, states the study, “time 
is the currency of the 90s...and it has 
changed everything.” Within this 
group the “vanguard,” representing 
32% of the population, are looking 
for shortcuts: almost all are catalog 
shoppers. “America’s New Grown- 
ups are already old hands at catalog 
shopping,” states Grey’s report. “It is 
likely that almost any new delivery 
system that can bring more products 
and services directly to the con- 
sumers’ doorsteps will also be well 
received by today’s householders.” 
To underscore their point, Grey 
brings out that these “New Grown- 
ups” do not consider shopping an 
enjoyable activity—only 13% of them 
reported shopping on a regular basis 
for the fun of it. In 1989, The Wall 
Street Journal undertook a study 
entitled “The American Way of 
Shopping,” which supports Grey’s 
conclusions. One of their findings— 
one out of three American con- 
sumers prefers housework to shop- 
ping. Obviously, this is a consumer 
who is disenchanted with the tradi- 
tional method of shopping! 


The vast catalog industry is com- 
prised of direct merchants who solely 
concentrate on direct response via 
their books, those who diversify by 
offering both through direct response 
books or at retail level, and finally 
the department specialty store cata- 
logs. These department/specialty 
store catalogs can either fall into the 
traffic-building “image pieces” (event 
or vendor driven) or into the dual 
purpose direct response/traffic-build- 
ing category. The “image piece” 
attempts to bring the customer into 
the store to shop, while the direct res- 
ponse encourages the consumer to 
pick up the phone and order items 
from the book. 


Spiegel Inc., the nation’s largest in- 
home catalog company and a lead- 
ing specialty retailer, markets RTW, 
home furnishings, and outdoor gear 
through multiple channels, including 
its three catalog companies and 
nearly 190 retail stores. According to 
Rob Longendyke, P.R. Manager, 
their sales revenue amounted to $1.7 
billion in ’89, “an increase of 21% 


over the previous year’s revenues.” 
“The climate isn’t totally rosy,” he 
commented. “The shopping reces- 
sion applies to catalogs as well as 
retail stores...but not as strongly. 
“People are more cautious, more 
value conscious,” he added. At pre- 
sent, 240 million catalogs are mailed 
by Spiegel per year. Recently they 
announced a new joint venture with 
Binney & Smith, under which they 
would develop specialty catalogs and 
retail outlets for “Crayola Kids.” 
This line will be introduced in the 
Fall 91 Spiegel general catalog, with 


THE NEW GROWN-UPS 


63% ARE 25-44 YEARS OLD 


27% ARE 45+ 


86% ARE MARRIED “So 


+ 


MORE THAN 50% 
HAVE CHILDREN 
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a Crayola Kids specialty catalog 
planned for Spring 92. “Crayola 
Kids is a natural fit for our business, 
said John J. Shea, president and 
CEO of Spiegel. “It will allow us to 
expand our current 5.4 million 
customer base which is comprised 
primarily of working women.” 


In 1988, Eddie Bauer and Honeybee 
were acquired by Spiegel, Inc., add- 
ing an extensive network of retail 
specialty stores and catalog opera- 
tions. Eddie Bauer, the Pacific 
Northwest retailer, will have estab- 
lished 180 retail stores by the end 

of this year, according to Davia 
Kimmey, divisional vice president of 
advertising. In addition, they mail 
some 60 million catalogs per year in 
25 to 30 issues. Their catalogs are 
comprised of outdoor wear and 
sportswear for men, women, and 
children, as well as ski wear, a tall 
man’s catalog, and “All Week Long,” 
a catalog which focuses upon less 
casual women’s apparel and acces- 
sories. They will also add a home 
catalog in February 91. “The catalog 
side of the division has grown as fast 
as the retail side...we see the oppor- 
tunity to try out a lot of things in 
catalogs,” states Kimmey. “Catalogs 
offer an option for consumers that is 
valid, and will stay valid, despite the 








A FEMININE FEELING 


or Spring, intimate apparel 
KF designers are downplaying 

the tried and true, while favor- 
ing RTW influenced silhouettes. The 
overall mood is one of femininity. In 
terms of color, pastels with a height- 
ened intensity look fresh. Soft 
shades of coral, yellow, mint, and 
especially blue in every possible hue 
appear. Strong environmental influ- 
ences are now being felt in fashion, 
with aquatic prints among the loveli- 
est, and ideally suited for lingerie. 
Monet and Matisse inspired impres- 
sionistic florals are also in evidence. 


In sleepwear, pajamas vie with gowns 
in importance. PRIAMO’s scoop 
neck shorty pj is shown in white cot- 
ton damask. The armholes, sleeves, 


and pocket are edged with lace. At 
THE WINDSONG COLLECTION, 
the tailored short pj in peach or 
seafoam liquid satin jacquard is 
finished with contrast piping, and 
pleated side-buttoned shorts. MISS 
DIOR has one of the prettiest 
pajamas, a poly charmeuse crop top 
with embroidered yoke and sleeves, 
that’s slipped over pull-on pants (in 
meltingly tender shades of Veronese 
mint, Paris pink, or lilac). At 
SCAASI, a luxurious touch in 
pajamas: a sophisticated watercolor 
print in poly jacquard combines a 
toga draped top, extravagantly bowed 
at the shoulder in white organza, 
over fluid pull-on pants; and a clip- 
ped dot poly chiffon pj (in coral, 
turquoise, or white) with rosette cen- 
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current economic climate and the 
scheduled postal increase next year. 
Great customer service and great 
merchandise will ensure the success 
of the catalog.” 


Tweeds, another highly successful 
catalog company, mailed their first 
book in July ’87, and according to 
Jeff Aschkenes, president, “has 
grown from zero to 60 million in 
sales in three years.” He describes 
the Tweeds customer as “18-40, up- 
scale, fashion conscious women and 
men with sophisticated tastes.” 
With all their products designed in- 
house, Mr. Aschkenes believes “the 
success of Tweeds is due to the 
company’s ability to find a desired 
fashion niche that was not available 
in the marketplace and execute it 
well.” This year the company will 
mail over 25 million catalogs. “Due 
to continued increase in two income 
families and the demands on each 
person’s disposable time, we believe 
the direct marketing distribution 
channels...will continue to grow due 
to its inherent ability to offer signif- 
icantly higher convenience levels,” 
states Aschkenes. 


The Land’s End customer base of 4 
million is composed of relatively 
affluent customers with a median 
household income of $46,000, and 
predominantly college educated. 
With 80% of their garments made in 
the U.S., they are known for mer- 
chandise of quality and durability, as 
well as excellent customer service. 
Their net income for fiscal year 90 
was 29.1 million on net sales of $54.5 
million. 


And, with all the talk of catalog 
growth, what of the traditional re- 
tailers? According to a recent article 
in WWD, entitled “Catalogs as 
Catalysts,” they estimated catalog 
sales from retailers gaining by 15% for 
the fourth quarter. Bloomingdale’s, 
they reported, is projecting sales from 
their Christmas by Mail catalog to 
increase by 10-15%, which will be 
their last catalog reflecting a liaison 
between catalog buyers and store 
buyers. The catalog division will 
become independent, overseeing its 
own merchandise. 


DID YOU KNOW THAT 
IN 1989... 


51.4% OF U.S. ADULTS SHOP FROM 
CATALOGS — UP FROM 24.5% in 1983 


13.4 BILLION CATALOGS WERE MAILED 
— UP FROM 5.8 BILLION IN 1980 


77% OF CONSUMER CATALOG 
COMPANIES RECORDED STEADY OR 
HIGHER RESPONSE RATES THAN IN 


PREVIOUS YEARS 


Saks Fifth Avenue recently announ- 
ced a “Five Year Strategic Plan,” 
which includes a substantial increase 
in the company’s folio business. “By 
adding to the number of folios 
produced each year, paying careful 
attention to our mailing lists, and 
continuing to use folio as a market- 
ing vehicle for the stores as well as a 
distinctive direct-mail business, we 
envision more than doubling folio 
sales by 1995,” said Philip Miller, 
vice chairman. Saks’ folio targets a 
specific audience via a segmented 
marketing approach, as does Neiman 
Marcus. The NM Edits, a traffice 
generating program, and Neiman 
Marcus by Mail, the direct response 
series, incorporate the successful 10 
year “In Circle” program. This pro- 
gram, directed to their credit card 
customer, is based on the accumula- 
tion of points on all purchases, 
which would entitle the customer to 
special services and advantages. JC 
Penney estimates that one-third of all 
American families have made pur- 
chases from their catalog during the 
past five seasons. They view the 
catalog as a “huge back-up store,” 
that offers merchandise that is 
unavailable in their retail stores. 
Paul Stuart’s recently issued 46 page 
catalog included a card permeated 
with a men’s fragrance that is only 
available in the store. “The fragrance 
has really been selling well,” said 





Julie Oddity, director of advertising 
and publicity. The book is described 
by Oddity as “a graphic visual inter- 
pretation of Paul Stuart - it’s clean - 
the merchandise is very visual.” She 
adds, “it’s been commercially very 
successful.” Emporio Armani pro- 
duces two “magazines” which show- 
case their Fall/Holiday and Spring/ 
Summer collections. Both emphasize 
“image” in style and content, with lit- 
tle descriptive merchandise copy. 
Instead, they include newsy editorial 
features and artistic photographs 
taken in exciting locations. It is print- 
ed in both Italian and English, and 

in addition to being mailed to in- 
house lists, is available at the store. 


Since the traffic-generating approach 
employed by retailers does not 
emphasize direct response, it is hard 
to track. This makes a true assess- 
ment of its success difficult. Often it 
is dependent upon the customer’s per- 
ception of the store. The direct res- 
ponse catalog companies profit in 
direct proportion to the success of the 
catalog. With their increasingly 
sophisticated targeting strategies, 
these direct-response catalog com- 
panies show a staggering success rate. 
But, for the time-conscious 90’s cus- 
tomer, both approaches afford a 
welcome relief from long hours of 
searching for the right item. 
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tered platter collar, patch pockets, 
and pants in solid charmeuse. The 
crop top turns up again at THE 
NITE CLUB (div. of PHASES) in a 
scooped neck cotton swing top over 
paperbag-waisted shorts. Both are 
shown in a sea horse and starfish 
print in a medley of blue/green/ 
purple. In the same aquatic print is 
a swingy ruffled hem sleep dress. 


The trapeze or swing shape offers a 
refreshing new silhouette in short 
gowns. Monet’s garden is the inspir- 
ation for a coral/aqua/lavender/ 
yellow floral print on BLANCHE’s 
poly jacquard trapeze, touched with 
white medallions at the shoulders 
and neckline. SCAASI shows one of 
the loveliest gowns, in poly char- 
meuse. The built up straps and 
ruffled hem are of dotted rayon in 
lavender/white, coral/white, or 
turquoise/white, and finished off 
with his signature bow. In a more 
traditional vein are the full length 
gowns. Outstanding in its simplicity 
is VALENTINO’s sophisticated long 
bias slip in teal or strawberry shiny 
poly charmeuse. The spaghetti strap- 
ped twist top is fashioned on the 
reverse side for a matte finish. At 
EVE STILLMAN, a flowing gown of 
poly crepe de chine is lavished with 
floral embroidery and lace at the 
yoke and flutter sleeves. 


Sheer and opaque fabric com- 
binations, along with the use of 
stretch, is of growing importance. At 
NATORI, a stretch lace unitard is 
cropped at the knee and overlayed 
with a floaty chiffon skirt. 
BLANCHE air brushes a coral/aqua/ 
pink floral spray across the front of a 
chiffon tunic, adds bow ties on either 
side, and slips it over a white stretch 
lace cat suit for a sophisticated slant 
on sleepwear. Stretch lace has 
become a staple for daywear. 
FLORA NIKROOZ’s unitard, with 
built up shoulders, in white or black 
is perfect to wear under anything. 
CALIDA shows one of the most not- 
able long line stretch bra and brief, 
in white with wide lace bands. 
Finally, at NATORI, a maize under- 
wire teddy in cotton/lycra is edged all 
around in stretch lace for a body 
hugging fit. 


Loungewear isn’t confined to the 
home anymore. Designers are focus- 
ing on styles that can make the tran- 
sition to casual sportswear. The big 
top over a slim bottom is a key pro- 
portion borrowed from RTW. Also 
popular are easy shifts, jumpsuits, 
and wrap robes. Among the latter 
are FERNANDO SANCHEZ’s long 
floral print cotton lawn kimono, and 
the cuffed cotton chintz from T.K_F. 





COLORS/ 
FALL ’91 


olor and technology emerge 
é as leading influences in the 

look of fabrics for Fall/ 
Winter 1991. At Premiere Vision, in 
Paris, the main display was a “Magi- 
cal Circle” of color. At Moda in 
Tessuto in Milan, colors were group- 
ed into 4 ranges, and took center 
stage with fabrics shown around the 
main exhibit. And at The New York 
Fabric Show, color stood out as a 
paramount theme on fabric direction 
boards. 





by ARISTEO (available in an array 
of unusually beautiful prints). 
SUSAN DUNN FOR SLIPPURRS 
shows a range of wrap robes and 
coordinating pieces. Her unlined 
fanny wrap, in pink or blue jewel 
printed cotton chintz, is trimmed 
with a pleated satin shell design bor- 
der. ROBES OF CALIFORNIA 
offers beautiful leisurewear. Out- 
standing—the “Mrs. Peel” inspired 
sleek zip front stirrup jumpsuit, in 
white lycra French terry, and the cot- 
ton jersey triangle shaped tunic over 
leggings (in brights with navy) from 
their CLUB ROC division. ILISE 
STEVENS treats the oversized tee 
shirt in muted pastel cotton jersey to 
an elasticized drop waist for casual 
wear day or night, and pairs it with 
matching stretch leggings in the new 
capri length. Other terrific lounge- 
wear Styles that segue into outerwear 
include: LUCINE ALMAS’ retro 
50s inspired bra tops and boxer 
shorts, in brilliantly colored sari silks 
or patchwork cottons; ARTHUR’s 
printed cotton knit button front short 
jumpsuit (both of the forementioned 
available at OLIVIA FELDMAN); 
and ISADORA’s ecology inspired 


Separates in printed voile, cotton 


interlock, or chintz, often combined 
with bright terry. 
* 


FABRICS 
PART 1 


A continuing circle of 32 colors, plus 
7 neutral shades in a smaller ring, 
comprised the central display at 
Premiere Vision. Grassy greens were 
shown next to almond and eucalyp- 
tus hues, followed by jades, emeralds, 
and petrol blues. These merged with 
mauve, followed by amethyst, pansy, 
aubergine, ultra-violet, and red. 
Cherry, lacquer, plum, bordeaux, 
petal pink, old rose, blush, and taupe 
followed. The circle continued with 
browns, then oranges, yellows, and 


back to green. At the end of the third 
day of this four day show, red shades 
were reported to be the best sellers, 
followed by greened blues. 


Moda in Tessuto featured 4 color 
groups. “Pure and Innocent” in- 
cluded neutral shades. Ivory, sand, 
cereal, honey, and camel in the warm 
family; dove, pewter, winter blue, and 
carbon in the cool range. “In the 
Depths” comprised blue and green 
shades. The colors in this category 
evoked a Nordic atmosphere, with 
soft shadowy greens, deep teals, 
blackened blues, dark lime, brown, 
and splashes of chartreuse to liven 
up the range. 


“In the Real World,” included lively 


red tones from nail varnish, raspberry 
and ruby, to brick, pottery and 
mahogany. These were described as 
“energy and passion” colors, and 
meant to give a lift to somber neut- 
rals and darks. “Happy and 
Carefree” was the name given to 

the 4th range. It was prescribed to 
“attack the greyness of colder winter 
months...” Bright fuchsia, turquoise, 
yellow, and orange were the featured 
colors here. This group was expected 
to sell for active sportswear, children’s 
wear, or to be mixed with other 
ranges for knits, casual wear, or sexy 
evening clothes. For night, black 
with gold was dominant. 


At The New York Fabric Show, 
similar directions were shown in 4 


continued from page 1 

white dressing than we’ve seen in 
years. Primary colors are bold and 
stark, generally shown with white or 
black for graphic displays. Color- 
blocking, banding, and patchwork 
techniques are present in every line. 


Fabrics 


Many new choices show up this 
season as designers strive to find dif- 
ferent textures. Silk, cotton, and 
linen make up most of the designs in 
brushed, sateen, and sandwashed 
finishes. Damasks, jacquards, and 
satins are also popular. Environ- 
mental influences come into play in 
natural colorations made from raffia 
or burlap, sometimes lacquered and 
even sequinned; while wood beads 
become a new additon. Cotton pique 
and patent leather are a blast from 
the past in crisp silhouettes, and 
most often in white. Crochet, cut- 
out, and lace details show up as 
trims, insets, and overlays from day 
into evening. 


Details 


Zippers look new again, in big color- 
ful varieties on skirts, jackets, and 
dresses—they can’t be ignored. Belts 
are getting wider, most often in black 
or white patent, and showing up in 
the evening as well as day. And the 
raincoat gains lots of attention this 





season in bright glossy colors or 
simply clear. 


: 





different groupings. “Mineral” 
featured the colors of stones, such as 
alabaster, flint, anthracite, cobalt, 
amber, sapphire, garnet, and ruby. 
“Metro Retro” was described as 
“colors for living and working in the 
city.” Shades here included coral, 
cherry, rose, and wine reds, teal, 
hunter, moss, and loden greens, 
mustard, sepia, and caramel in the 
brown family. “Modern Art,” a 
“salute to 20th Century paintings 
and graphics” showed strong primary 
colors: red, blue, yellow, purple, 
orange, pink, plus black and white. 
“Majestic” featured special occasion 
fabrics and colors. Shades here were 
lush tones of crimson, purple, royal 
blue, cameo, gold, silver, pearl, parch- 
ment, and ink black. 


FABRICS PART Il 
CONTINUED 
NEXT MONTH 


DESIGNER 
FOCUS. .. 


EMO PANDELLI 








Emo Pandelli, a native of South 
America, is a graduate of both the 
Kunst Gewerschule in Zurich, and 
FIT in New York. Beginning his 
career as a successful theatrical 
costumer, he and partner Jean-Paul 
Alcantara premiered his RTW collec- 
tion in 1988. The recipient of the 
1990 Cointreau New Vision Award 
for Fashion, Pandelli combines his 
sense of the theatrical with skillful 
tailoring and fluid silhouettes. His 
sculptural and directional concepts 





are achieved with such skill as to 
ensure wearability. 


For Spring, a white cotton rayon 
pique group uses fresh shapes that 
veer from ’60s ladylike chic to bold 
experimental. Included is a palazzo 
pant with revealing cut-outs at the 
hips and a wide elasticized waist- 
band. A form skimming jacket zips 
up the front with an oversized zipper 
(his signature feature). A swingy 
dolman sleeve trapeze jacket (also 
with oversized zipper), makes an airy 
topper for a short and neat little 
“Jackie O” inspired dress, or a 36” fit 
and flare sundress with crossover 
double straps at the back. Also in 
white, a stretch group in Lycra/ 
cotton/poly interacts with pieces 
throughout the collection. There is 
plenty of textural interest here, with 
large and small crinkle and ruched 
effects. The two surfaces are com- 
bined in a mock turtle top with con- 
trast sleeves. The bold crinkle is 
used on a sleeveless tunic with a 
cowl-neck hood. A “V” neck leotard, 
leggings, and miniskirt also employ 
this effect. A gabardine group in 
white, navy, red, and chocolate fea- 
tures standout silhouettes, including 
a Grecian style sleeveless tunic/dress, 
wrap skirt, easy pants, and a man- 
darin collar long jacket lined with 
contrast Bengaline. A shorter, 
swingy jacket with pleated front and 
herringbone pleated detail resembles 
intricate origami. In a little dress 
with wide straps, a short tabard-like 
top, and a poncho, cotton/rayon 
Bengaline is featured in a color con- 
trast group of yellow/green, orange/ 
red, and chocolate/yellow. A long 
raincoat in treated taffeta, emulates 
an opera coat, sweeping to the ankle 
and zipping up the front in a bold 
print of blue/yellow/green or orange/ 
red/pink—like abstract puddles! A 
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EMO PANDELLI 


parka, miniskirt, and pants are in the 
same fabric. 


Wholesale: $60-$225 

c/o Onward Kashiyama U.S.A. 

499 Seventh Avenue 

New York, N.Y. 10018 

629-6100 
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INTERNATIONAL 
DATELINE, 


JAN. 5-8 NEW YORK 
INTERNATIONAL BOUTIQUE SHOW 
JAN. 6-8 NEW YORK 
ACCESSORY CIRCUIT 

JAN. 7-11 NEW YORK 
ACCESSORY & INTIMATE APPAREL MARKET 
JAN. 7-18 NEW YORK 
WOMEN’S RTW MARKET 
(Summer/Transition) 

JAN. 9-11 NEW YORK 
FASHION ACCESSORY EXPO 

JAN. 10-11 FLORENCE 


PITTI IMAGINE UOMO (Menswear) 


Contributors: Bridget Biggane, NY 
Virginia Borland, NY 





JAN. 11-15 MADRID 
BISUTEX (Costume Jewelry) 

JAN. 13-15 NEW YORK 
NAT’L ASSOC. SPORTSWEAR BUYERS 
JAN. 13-15 PARIS NORD 
TEXSTYLES (Textiles, Yarns) 

JAN. 13-16 NEW YORK 
INTERNATIONAL KID’S SHOW 

JAN. 16-19 HONG KONG 
HONG KONG FASHION WEEK 

JAN. 18-20 FLORENCE 
PITT! IMAGINE BIMBO (Children’s) 

JAN. 18-22 CHICAGO 
SUMMER WOMEN’S/CHILDREN’S MARKET 
JAN. 18-22 LOS ANGELES 
SUMMER WOMEN’S/CHILDREN’S MARKET 
JAN. 20-22 CHICAGO 
MEN’S & BOYS’ MARKET 

JAN. 21-23 LOS ANGELES 
CIMM (Men’s/Boys’) 

JAN. 21-24 


ROME 
WOMEN’S COUTURE COLLECTIONS 


JAN. 22-24 LEICESTER, UK 
YARNTEX 
JAN. 24-26 VALENCIA, SPAIN 
FIMI (Children’s) 
JAN. 24-29 DALLAS 
SUMMER WOMEN’S/CHILDREN’S MARKET 
JAN. 27-29 TORONTO 
MODE ACCESSORIES/INTI- Bice 
JAN. 27-30 W YORK 
DESIGNERS COLLECTIVE Nesiaieen 
JAN. 27-31 PARI 
WOMEN’S COUTURE COLLECTIONS 
JAN. 28-30 NEW YORK 
THE EXCLUSIVE (Menswear) 
JAN. 31-FEB. 1 MADRID 
IBERJOYA (Jewelry, Watches, sy 
JAN. 31-FEB. 6 ATLANTA 
SUMMER WOMEN’S/CHILDREN’S MARKET 
FEB. 2-5 PARIS 
WOMEN’S RTW AT PORTE DE VERSAILLES 
FEB. 2-5 PARIS 
PREMIERE MODE (Sportswear) 
FEB. 2-5 PARIS 
SISEL (Sport) 
FEB. 2-5 PARIS 
INTL LINGERIE SHOW 
FEB. 2-5 PARIS 
SEHM (Menswear) 
FEB. 2-5 PARIS 
Nae ENFANTINE (Children’s) 

B. 3-5 DUSSELDORF 
COLLECTIONS PREMIERES 


(Womenswear/Menswear) 
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